of identity. But today the process of identity building is an increasingly complex and contradictory process. In the current period of increasing globalisation local and cultural patterns often conflict with different cultural idioms put forward by globalisation, that frequently and to a great extent include consumer behaviour.
Socio-anthropological research has been focussed on the dialectical relations of consumerism and culture for several years. In this context it is important to keep in mind that through globalisation, i.e. "the compression of the world and the intensification of consciousness of the world as a whole" (R. Robertson, 1992, 8) , the notion of identity has changed, but also the concept of culture. Culture, too, is constituted on a global and on a local level. The dialectical relation between culture, identity and consumption within the context of the challenging global situation requires an examination of the construction of identity in Western society and the notion of consumption that is related to the process of identification.
Jean Baudrillard describes Western society as a "consumer society" (Baudrillard, 1998) where "social relationships become more variable and less structured by stable norms" (Featherstone, 2007, p.15) . The consumer behaviour thus constitutes an essential part of an individual's identity and significantly shapes the latter. Consumption can, on the one hand, favour "collective class experience" (Hearn and Roseneil, 1999, p. 3) and thereby offer a way of constructing one's own identity; it can on the other hand also lead to a conscious rejection of conventional consumption and thus provide a mechanism of identification through resistance. I also claim that logos, such as the Fair Trade label, can form a base for the consumer's identity. Logos, labels and brands represent certain standards, a certain lifestyle, or a certain extra-quality; for instance fairness or environmental friendliness.
Therefore we choose products that we think match our identity. Here the question arises as to whether Fair Trade functions as a way of constructing resistance identities to globalisation or also serves to partially shape the identity of the mainstream consumer.
For more than fifty years various sorts of theories have tried to make sense of current consumer society as a feature of post modernity. Baudrillard's socio-philosophical theory is one approach, trying to define the individual's place within postmodern consumer culture,
MaRBLe Research Papers

100
which Baudrillard sees as a value-emptied society (Baudrillard, 1994) . It is one theory, that tries to "make sense of the experience of life in the new urban spaces" (Featherstone, 2007, p.4) of consumer culture. More recently, scholars have started to distinguish between different spheres of consumption: green consumerism, ethical consumerism (Woodman et. al), and political consumerism (Micheletti, 2003) .
In this context, labels have emerged as a major research field. Labels serve as mechanisms to identify a product with certain standards. Shopping has thus become one way to express one's identity, and labels work as identification tools. That is nothing new. However, we now believe that we can "express our personal ethical value through our choice of coffee" (Woodman, 2011, p.2) and this is in fact something new. In short, consumption is an essential part of the sense-creating process that we call culture, consumption is part of "all those practices (or activities) that signify" (Bennet, 1981 p. 79), or in other words attribute meaning to our life. Culture as "signifying practice" (Easthope, 1991) will therefore serve as a framework to analyse Fair Trade in the context of consumer society (Baudrillard, 1998) 
Identity construction and Fair Trade consumption
Increased awareness in the political, environmental and consumption spheres of society was part of the cultural developments of the 1960s. People who were part of the countercultures during that time began to develop a new kind of awareness about globalisation, unfair hierarchies, political structures, neo-colonialism and environmental concerns.
Additionally, the notion of fairer trading relations found support during that time.
Consumption is not only part of culture; at the same time "it also produces culture and and has "turned into a source of potential practical incompetence" (Dürrschmidt, 1999, p.138 Fair Trade certified products, entails the quality of fairness and the ability to "change the world by sitting round drinking coffee" (Woodman, 2011, p.46) . There are several niches for all kinds of different consumers in the food industry: the cheap brand, the high quality product, the biological or organic food and environmental friendly and ethically impeccable products. The food industry uses a variety of labels and logos in order to help consumers find their way to their desired product. This helps the consumer to become aware of certain special qualities that surpass normal natural needs. Instead they have become part of a certain lifestyle, express political convictions and individual identity.
Once again, consumption is not merely about buying, it is also to a great extent about identification and identity construction. Postmodern culture is constructed in terms of consumption practices and identification with certain labels conveying a particular image and defining a consumer's personality. Symbols are one important component of cultures and cultural communities. They are essential to construct social identities and to create social coherence within a social group. In consumer culture, symbols also find expression in all kinds of labels and brands assigned to certain commodities. As
Baudrillard says, "commodities are no longer defined by their use, but rather by what they signify" (Baudrillard, 1996, p.7) , which also implies that objects are never "offered alone" (Baudrillard, 1998, p. 3), but always as part of some sort of context. That is why consumers no longer define their relationship to the object through the utility a product provides, but relate the object to "a set of objects in its total signification" (Baudrillard, 1998, p Like Hall, Kuhn emphasises the importance of values that "do much to provide a sense of community" (Kuhn, 1998, p. 185) . In fact, people no longer define themselves by reference to their religious or cultural community, but through means of global consumption. As time and space diminish and the world becomes a global village, the need to distinguish oneself from others becomes more important, although also more difficult. Through globalisation, the concept of (local) community has lost its significant meaning. Ulrich
Beck sees the concept of globalisation and that of individualisation as antagonistic: "The individual is set free from the collective identities of class, family and nation into a life of one's own" (Beck, quoted in Dürrschmidt, 1999, p. 135 ).
However, groups that share common consumption patterns can offer a way of recreating their own community and therefore partly their identity. And thus, today, consumption (or anti-consumption) provides a new tool of expressing one's social identity and political attitude. That is exactly how the Fair Trade Label works: by selling "guilt-free
Civil society, Fair Trade and Fair Trade consumers
From an economic point of view, it is now a necessity for companies. Corporate policy today requires long-term thinking in order to guarantee a permanent share of the market and safeguard obviously limited resources. But CSR is also something society and, more precisely, the consumers seem to demand. Any company that does not demonstrate a responsible and proper handling of global resources and does not reduce its negative impact on producers and the environment "may not survive beyond the short term" There is a large variety of different food-related labels that address the broader mass of increasingly conscious consumers nowadays, who perceive consumption as a "system of ideological values" (Baudrillard, 1998, p.15) Those standards apply to every company wanting to sell certified products, no matter how powerful and influential they are.
120 It is, however, the image of the Fair Trade label that has changed as a result of its mainstreaming: "Today Fair Trade is just en vogue" (ibid).
An extreme change is also visible when we consider how Fair Trade is perceived and accepted in civil society. Consumers pay increasing attention to a company's environmental and production policy. A company's image highly important these days and the industry can no longer ignore social and environmental issues. To realise "profits and a good image among consumers" (Micheletti & Stolle, 2007, p.161) , companies need to address global issues.
As far as the construction of consumer identities is concerned, I can conclude that Fair
Trade is and has always been a way of expressing a certain conviction (differing in strength)
that was true for the consumer of the early years and is still true today. However, the range of Fair Trade consumers has changed and also the degree to which an ideological/ political view is expressed through the consumption of Fair Trade products. Identification with the purchased products in any case remains important for the individual who is "condemned to freedom" (Beck in Dürrschmidt, 1999, p.136) to make sense of postmodern society. The individual thus uses consumption as a point of reference to make sense of everyday life. Fair Trade can provide guidelines that help the individual to create stability.
But there has been a change in the extent to which Fair Trade defines identity. Today we have so many labels around us that we can choose from all of them and thus construct and combine a multifaceted identity with different sorts of labels and brands and political convictions. The Fair Trade consumer today is still someone who "cares about things like sustainability, global justice, and climate change". 121 However, engagement in a consumer movement now does not necessarily mean resistance to globalisation, but is rather an "aspect of self-actualisation 122 in the context of a complex risk society" (Dürrschmidt, 1999, p.136) . Consumption is "a statement of contemporary society about itself" (Baudrillard, 1998, p.193) and furthermore, consumption "has acquired the force of common sense" (Baudrillard, 1998, p.193) . Nonetheless, what we actually consume is, according to Baudrillard, only the "idea of consumption" (Baudrillard, 1998, p.193) . This assumption leaves the postmodern individual with almost nothing to refer to, just the mere "myth of consumption" (Baudrillard, 1998, p.193) . Being part of a certain food-related movement "hands back to the individual some competence over one of the crucial issues of daily life" over the question of "what to eat?" (Hearn and Roseneil, 1999, p.139) . Consumption-related movements are thus one way of finding points of reference in a world constituted by phenomena which have "no referent in everyday reality" (Chandler, D. & Munday, R. 2001) .
Ethical consumerism has become a popular way of expressing identity. The Fair Trade movement can be considered as an important movement that is part of our generation and can be seen as "part of a more general political process of creating new forms of responsible governance, locally, nationally, and globally" (Micheletti & Stolle, 2007, p.158) .
The Fair Trade consumer has undergone a change from a political activist to a conscious and aware consumer. is there, it is also the case that "the involvement in everyday life is keeping them [the consumers] from realising their good intentions" (Dürrschmidt, 1999, p.143) . The German consumer in particular still needs to learn how to transfer awareness into shopping behaviour and increase his or her willingness to pay more money for sustainable products.
Here, I would like to come back to Kuhn's thoughts once more. According to him, "scientists work from models acquired through education and through subsequent exposure to the literature often without quite knowing or needing to know what characteristics have given these models the status of community paradigms" (Kuhn, 1996, p.44) . Applied to to cultural paradigms, that means that we grow up and get used to certain standards, without knowing why and how these standards came about. In the case of sustainability and more explicitly the need to increase social justice as cultural patterns, i.e. paradigms, are still quite new. Even though parts of mainstream society
